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This research addressed three issues relating to 
, :' 
' perceived risk: 1) individuals' perceptions of the ,dual 
components and the five different types of risk; -- 2) the 
effects of risk relievers OIl various types of risk; 3) 
differences in attitudes toward perceived risk between 
... --=-- .-
buyers and non-buyers of personal computers. One hundred 
thirteen self-administered questionnaires were collected 
for data analysis. 
The results indicated that consumers' perceptions of 
importanS!e and uncertainty were ' affected by the type of 
risk under consideration. Furthermore, different kinds of 
'risk relievers have different effects on the importance and 
uncertainty of various types of risk. However, buyers and 
non-buyers did not differ in their attitudes toward 
'perceived risk. 
Free sample and money-back guarantee have the most 
,positive effects. However, a manufacturer should first 
: ' 
, identify thetype(s) of risk that consumers perceive to be 
important and most likely to occur. Risk relievers which 
may help to reduce risk may then be incorporated in the 
marketing strategy. 
iii 
However, if these results are to be used, the target 
~arket should optimally match the characteristics of the 
:survey respondents. Product differences must also be 
' recognized in order to avoid the misuse of information. 
iv 
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CHAPTER I 
THE PROBLEM SETTING 
Introduction 
As Hong Kong changes from a small village .. ,..to an 
international financial centre, the lifestyles of its 
citizens change concurrently. They receive at least nine 
years of a western mode of education. They earn much more 
than their parents did. The economic prosper i ty has 
brought a higher standard of living to Hong Kong people, 
and this also creates higher purchasing power. Hong Kong 
citizens are lucky enough to be exposed to many varieties 
of products from different countries. However, sometimes 
it is more difficult to make decisions when there are many 
choices. 
Hong Kong citizens are also being affected by an 
increased concern about consumerism. They now seek more 
than the mere fulfillment of physical needs, but also the 
satisfaction of higher levels of needs, e.g., aesthetic, 
social acceptance, etc. To achieve the various purposes 
and to make a correct choice, the consumers in Hong Kong 
need more information before making any purchase decision. 
Besides, the 'Face Saving' concept is especially important 
2 
in Chinese society. Hong Kong consumers, al though they 
accept western culture, never want to lose face by making 
the wrong decisions. This also contributes to the 
difficulties in making decisions. In the past, the legal 
system paid less attentio~ to protecting customers. In this 
case, the consumer had to bear the entire responsibility if 
he made a wrong choice. Now that a Consumer Council has 
been established, it has conducted some product tests and 
published magazines and some reports. Efforts of the 
council are limited by its small scale but it still arouses 
the awareness of the consumers. Due to the combined 
effects of higher education, purchasing power, more choices 
and the contributions of the Consumer Council, Hong Kong 
consumers now tend to consider more aspects before buying, 
and require more information for comparison purposes. The 
difficulty in selection also means uncertainty about the 
adequacy of decision, and if we equate the uncertainty in 
buying decision with perceived risk, then the amount of 
risk perceived by local consumers is higher than before. 
Undoubtedly, consumers want to reduce risk. Therefore, 
marketers should eliminate factors that cause 
uncertainties. If a brand gives confidence to consumers, 
brand loyalty will persist and steady sales are guaranteed. 
From the literature, we know that both consumers and 
marketers have methods to reduce perceived risk, but little 
systematic research on the effects of these methods has 
been done. Since Hong Kong people have a special culture 
which blends the Chinese culture with many western points 
3 
of view, the effects of the methods on reducing risk may be 
different. However, research on local consumers concerning 
perceived risk is extremely limited. As Hong Kong serves 
as a stepping stone for many companies before entering the 
China market, experience gained from serving Hong Kong 
customers is valuable, especially because the influence of 
western knowledge becomes more and more important for 
customers in mainland China, too. 
The purpose of this study is to evaluate the effects 
of risk relievers on different kinds of risk. , HOIfg Kong 
consumers are the target respondents. A personal computer 
is selected as the object of study because of its specific 
features. Only the risk relievers that can be offered by 
manufacturers are studied because the manufacturers can 
manipulate these factors more easily. Besides, the writer 
believes that if risk relievers offered by manufacturers 
are studied, the results will be more applicable than a 
purely theoretical study. 
Research Objectives 
In this study, the investigation of concepts is more 
important than immediate results for real business. 
However, the results can be used to generate a picture of 
the behavior of Hong Kong consumers with respect to 
perceived risk. The general purpose of this study is 
translated into three specific research objectives. 
Research Objective I 
To investigate the relative perceptions of 
: -different types of risk, and the underlying 
components. 
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Generally, the risk concept is decomposed into two 
main components, uncertainty and importance, which will be 
discussed in the next chapter. Similarly, product risk can 
be expressed in different ways, e.g., physical, financial, 
etc. The first obj ecti ve is to study the perception of 
local - consumers with respect to these risk concepts. The 
theoretical background of the risk concept will be 
discussed in the following chapter. 
Research Objective II 
To determine the effects of risk relievers on 
various kinds of risk. 
According to past literature and focus group results, 
there are several common risk relievers. Their effects on 
both the two risk components and the five risk types are 
the most important issue in this study. Manufacturers can 
better develop their product strategies as well as their 
whole marketing progra~s, by understanding the effects of 
risk relievers. 
5 
Research Objective III 
To examine the difference in risk perception of buyers 
and non-buyers. 
As an information source, usually we will rely more on 







also affect the amount of risk 
product. · By understanding the 
difference between buyers and non-buyers, the manufacturer 
can also find out what kinds of worries may originate from 
the lack of experience. 
Organization of the Report 
After the introduction and research objectives, past 
literature on the perceived risk concepts will be 
discussed. Then the scope of study will be defined and 
followed by the methodology of the qualitative study. This 
research was divided into two phases; the first phase is a 
qualitative one and the second phase is a quantitative 
survey. Findings of the qualitative study are presented 
first because design of the quantitative survey needs input 
from focus group results. A summary of hypotheses is 
presented and the methodology of the quantitative survey 1S 
discussed. Findings of the quantitative survey will then 
be discussed, tpgether with some implications. 
Recommendations are also divided into two parts; the first 
part consists of general recommendations which are 
6 
applicable to all kinds of manufacturers, while the second 
part is addressed to the needs of computer manufacturers. 
Finally, limitations and further areas for research will be 
discussed. 
7 
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CHAPTER 11 
LITERATURE REVIEW 
In this chapter, past works on the concept of 
perceived risk will be discussed. First of all, the 
general concept of perceived risk is studied to inve~tigate 
its basic structure. The different types of risk are also 
examined, followed by the review of past literature on the 
effects of risk relievers. 
Perceived Risk in Consumer Behavior 
When a consumer makes a buying decision, rarely can he 
be very sure about the adequacy of the decision. He may 
worry about the amount he pays, the function of the 
product, the life , of the product, etc. In other words, it 
is probable that he will make a wrong decision but he 
cannot be sure how likely the unfavorable events will be. 
The uncertainty and worry of consumers are referred to as 
, 'RISK' in the field of , consumer behavior. Since all the 
considerations occur before the actual buying decision 
takes place, the risk is perceived. No discussion on 
perceived risk concepts can ignore the contribution of 
8 
Bauer and his article in 1960. 1 He is the first one who 
used risk to refer to uncertainties. In that paper, he 
argued that : 
"Consumer Behavior involves risk in the sense that any 
action of a ' consumer will produce consequences which 
he cannot anticipate with anything approximating 
certainty, and some 'of which at least are likely to be 
unpleasant." 
One very important thing is that perceived risk is an 
anticipation, unless the situation turns bad. It is not 
the 'actual' risk in the world. Bauer claimed that 
perceived risk is a 'subjective' risk, in order to 
distinguish it from the 'real world' or objective risk. 2 
If the risk is not realized after the purchase is made, the 
consumer will not be influenced by any risk. This is the 
foundation of the view of perceived risk. One more point 
is that Bauer did not confine the scope of perceived risk 
to one thing only before the decision; he viewed after 
purchase dissonance as a kind of perceived risk as well. 
In this case, attention should be directed not only to the 
situation before purchase, but also to the after-purchase 
feelings (e.g., dissonance). 
However, a deeper investigation of the underlying 
structure of risk shows that it consists of some different 
components. When we find that something may be 
unfavorable, we are actually talking about two things. The 
IBauer, Raymond A. '''Consumer Behavior as Risk Taking," 
Proceedings, American Marketing Association, December, 
1960. In Donald F. Cox, ed., Risk Taking and Information 
Handling in Consumer Behavior, Boston: Harvard University 
Press, 1967. Pp. 23-33. 
2'b'd 30 31 1 1 ., pp.- . 
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first is the importance of the event and the second is the 
'probability that a certain event will really occur. These 
two .. things should not be combined as one, because they are 
different. We can think that one thing is very important 
but is less likely to occur. ' For example, the outcomes of 
airplane accidents are important, as they affect the lives 
of many people. However, the probability of an airplane 
accident is low. The converse is also true. Wheri someone 
makes a buying decision, 'minor flaws are always found, but 
the function of the product is not affected; in thJs case, 
. the -probability is high, but importance is low. In this 
" study, importance and uncertainty are treated as dual 
components. In the work of Kumpf (1980)3, he referred to 
it as a global approach, to differentiate it from the risk 
component approach, which concerns another classification 
~ of relievers. 
Aft;e~' " conducting lengthy interviews, Cox (1967) 
elaborated o~ ~he concept proposed by Bauer. The original 
goal of the interviews was not to investigate the risk 
concept. However, it gave many insights to Cox on the 
concept of perceived risk. Cox proposed that the amount of 
perceived risk was a function of two components, the amount 
at stake and the uncertainty. 4 According to Cox, the 
3Kumpf, Neil Arthur. An Empirical Investigation of 
Consumer Risk Perceptions and Search Behavior. Michigan: 
University Microfilms International, 1980, p.33. 
4COX, F. Donald. "Risk Handling in Consumer Behavior -
- An Intensive Study of Two Cases." In D. F. Cox (Ed.), 
Risk-taking and Information-handling in Consumer Behavior. 
Boston: Harvard University Press, 1967. Pp. 34-81. 
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amount at stake was the amount that would be lost, and the 
uncertainty was the subjective evaluation or guess of 
consumers that a certain event would occur. 
Some of the subsequent research employed a similar 
. structure of risk in their studies. cunningham conducted 
research in 1967 and he used both consequences and 
uncertainty in his study.5 He found that both consequences 
and uncertainty were equally weighted by the resp6ndents. 
Schiffman iIf 1972 conducted another research and also 
adopted the dual components in measuring perceived risk. 6 
A small modification was made; he changed the name of 
I amount at stake I to the I importance' of consequences. 
Importance became more popular in subsequent research, but 
basically these two terms refer to the same thing. In 
Schiffman I s study, scores for the two components were 
combined to measure the amount of some predefined types of 
perceived risk. Another research conducted by Hisrich et 
al. in the kame year7 followed the methodology of 
. Cunningham and adopted the dual components of risk as well. 
However, many of the research efforts did not employ 
. . both components. Only importance was measured in the 
5Cunningham S. ~I. "The Maj or Dimensions of Perceived 
Risk." In D. F. Cox (Ed.), Risk-taking and Information-
Handling in Consumer Behavior. Boston: Harvard University 
Press, 1967. Pp. 82-108. 
6Schiffman, Leon G. . "Perceived Risk in New Product 
Trial by Elderly Consumers." Journal of Marketing Research 
9, (February 1972), 106-8. 
7Hisrich, Robert D., Ronald J. Dornoff, and Jerome B. 
Kernan. "Perceived Risk in store Selection." Journal of 
Marketing Research 9 (Nove~ber 1972), 435-9. 
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research conducted by Peter & Ryan in 19768 and Pras & 
Summers in. 19"189. Roselius' research in 197110 asked the 
responderits to indicate how helpful each reliever was in 
reducing risk. It seems that he was asking about the 
reduction of uncertainty. Another research concerning the 
: . acceptability of risk was conducted in 1981 by Dardisll. 
Only the uncertainty of event was measured. In many other 
researches, the scholars only mentioned that they were 
measuring 'risk'. There is 1no :ground for us to assume what 
specif ic component (s) they measured. 12,13,14,15 
- Other scholars used different components to measure or 
8Peter, J . Paul, and I Michael J . Ryan. "An 
Investigation of Perceived Risk at the Brand Level." 
Journal of Marketing Research 13 (May 1976): 184-8. 
9Pras, Bernard and John o. Summers. "Perceived Risk 
and composition Models for Multiattribute Decisions." 
journal of Marketing Research 14 (August 1978): 429-37. 
" 
lORoselius, Ted. "Consumer Rankings of Risk Reduction 
Methods." Journal of Marketinq 35 (January, 1971): 56-61. 
llDardis, . ~achei. "Risk Benefit Analysis and the 
Determination ' of Acceptable Risk." In Monroe, Kent B. 
(Ed.), Advances in Consumer Research. Volume 8, 1981: 553-
7 • 
12sheth, Jagdish N. and M. Venkatesan. "Risk-Reduction 
. Processes in Repetitive Consumer Behavior" Journal of 
Marketing Research, 5: 307-10. 
13Barach, Jeffrey A. "Advertising Effectiveness and 
Risk in the Consumer Decision Process." Journal of 
.Marketing Research 6 (Augu~t 1969): 314-20. 
14Spence, Homer . E., James F . Engel, . and Roger D. 
'Blackwell. "Perceived Risk in Mail-Order and Retail Store 
Buying" ·Journal of Marketing Research 7 (August 1970): 
364-9. 
15Locander, will iam B . and Peter W. Hermann. "The 
Effects of Self-Confidence and Anxiety on Information 
Seeking in consumer Risk Reduction" Journal of Marketing 
Research, 16 (May 1979): 268-74. 
12 
express the perceived risk concepts. Bettman argued that 
uncertainty and consequences (importance) are not 
independent and the importance factor is more determining 
than the factor of uncertainty. 16 Instead of purely 
defining the risk by consequences and uncertainty, Bettman 
proposed "inherent risk" and "handled risk". In his 
definition, the two risks were stated as follows: 
"Inherent risk is the latent risk a product class 
holds for a consumer, the innate degree of conflict 
the product class arouses in the consumer. Handled 
risk is the amount of conflict a product class 
engenders when the buyer chooses a brand frqrn that 
product class in his usual buying situation. Thus, 
handled risk includes the effects of information and 
risk reduction processes as they have acted on 
inherent risk."l7 
According to his definition, risks were generated 
through two stages or processes. When a consumer has a 
need to buy a product, then risk was aroused by the product 
category or class and this was called the inherent risk. 
If the consumer had to select a specific brand, then the 
handled risk was prominent. The term of handled risk makes 
one think that this kind of risk can be handled by 
consumers but the inherent risk is related to the product 
itself. However, these two types of risks may not be 
independent if we think more carefully. It is reasonable 
16Bettman J. R.. Itpercei ved Risk and its Components: 
A Model and Empirical T~stlt Journal of Marketing Research 
10 (1973): 184-9. 
17Bettman, J . R. · II·Percei ved risk: A Measurement 
Methodology and Preliminary Findings." In M. Venkatesan 
(Ed.), Proceedings, Third Annual Convention of the 
Association for Consumer Research, 1972, 394-403. cited by 
Ross Ivan, "Perceived Risk and Consumer Behavior: A 
<:;!ritical Review. 11 In Schlinger, Mary Jane (Ed.) Advances in 
Consumer Research, Vol II, 1975: 1-19. 
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to think that a consumer cannot accept too high a level of 
risk. So if the product class is considered to be of high 
risk; "" i.e., the inherent risk is high, the consumer would 
turn to select a reliable brand to reduce the total level 
of risk. In Bettman's terminology, the consumer will try 
to reduce the handled risk. Therefore, even though these 
two types of risk may not be directly related, they will 
move in different directions if we believe that consumers 
tend to reduce risk. In this sense, it is more difficult 
to predict the relationship between conseq.uences 
( importance) and uncertainty. In Bettman' s research in 
1972, he found that some products, like toothpaste and 
margarine, had the greatest scores on inherent risk, while 
instant coffee and beer were ranked the highest on handled 
risk. As the product types seemed to be related to the two 
different types of risks, Bettman argued that the past 
researches only measured one kind of risk. 
Two of the most common concepts of perceived risk have 
been described above; however, they are not contradictory, 
even though the viewpoints are different. We must admit 
that risk itself is a multi-faceted concept. In the 
writer's opinion, both definitions are correct. If we look 
at the risk concept itself without any influencing factors, 
we can see the difference between uncertainty and 
importance. If the choice of brands is introduced, then 
inherent risk and handled risk become relevant. In this 
study, the perceived risk of a whole product category will 
be studied. Therefore, only inherent risk may be 
14 
encountered. Uncertainty and importance will be one of the 
focal points. Nevertheless, it does not mean that handled 
' risk will be ignored . As risk relievers will be 
.' " , . 
introduced, some of them do relate to the selection of 
brands. Consequently, handled risk will be studied 
indirectly. 
Types of Risk 
In this section, various classifications of risk will 
. , 
be discussed in detail. The classif ications are quite 
different from the components discussed 'in the last 
section. The risk c~mponents, regardless of whether they 
are uncertainty/importance or inherent/handled, can be 
applied to loss of money, loss of self-esteem, etc. 
: However, . the concepts presented here are more closely 
, ' related to specific situations. They may be risky on the 
' financial side~ on the physical side, on the performance 
side, etc. 
The results of risk, when the buying decision turns 
out to be wrong, can be demonstrated in several ways. It 
can hurt the consumer's economic situation. It can also 
make someone feel embarrassed. Damages to the human body 
may also occur if the situation is severe. One may also be 
disappointed because time has been wasted. Many scholars 
have conducted research which helped to reveal the 
different types of risks. One of the research studies was 
15 
conducted by Roselius (1971)18, though his major objective 
was to estimate the effects of risk relievers. He 
identified four types of losses in his study: time loss, 
hazard loss, ego loss and money loss. 19 Time loss and 
money loss are easy to understand; hazard loss means danger 
to one's health or body; ego loss is the foolish image of 
oneself when others know that one has made a wrong 
decision. The losses were defined as follows in Roselius' 
study: 
1. Time Loss: When some products fail, we waste 
time, convenience, and effort getting it 
adjusted, repaired, or replaced. 
2. Hazard Loss: Some products are dangerous to our 
health or safety when they fail. 
3. Ego Loss: Sometimes when we buy a product that 
turns out to be defective, we feel foolish, or 
other people make us feel foolish. 
4. Money Loss: When some .products fail, our loss is 
the money it takes to make the product work 
properly, or to replace it with a satisfactory 
product. (Roselius, 1971, p.58) 
Jacoby and Kaplan, on the other hand, employed another 
set of classifications in their studies in 1972 . and 1974. 
Their research was discussed in the critical review by Ross 
(1975)20 and the study by Brooker (1984) .21 There were 
five types of risk studied in Jacoby's works: financial 
18Roselius, Ted. op. ci t. P. 56-61. 
19' b' d 11. P. 58. 
20Ross. Ivan, "Perceived risk and Consumer Behavior: 
A critical Review." In Schlinger, Mary Jane (Ed.) Advances 
in Consumer Research 5 (August 1968): 307-310. 
21Brooker, George. "An Assessment of An Expanded 
Measure of Perceived Risk." In Kinnear, Thomas C. (Ed.), 
Advances on Consumer Researbh. 11, 1984: 439-41. 
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risk, performance risk, physical risk, social risk and 
psychological risk. It was found that performance risk 
correlated most highly with the overall perceived risk. 
Twelve products were used in the study in 1972, and the 
high correlatioh prevailed for eight products. The next 
most important risks, by averaging the twelve product 
situations, are the financial, social, psychological, and 
physical risk, respectively. The same methodology was 
repeated in 1974 with different products~ and satisfactory 
, cross-validation was attained. 
Comparing the classifications adopted by Roselius and 
Jacoby, they were actually not very different. Hazard loss 
was physical risk. Ego loss included both psychological 
and social risk. Money loss was obviously financial risk. 
Only time loss in Roselius' study was not directly 
me-.1.. 1
t oy··· .. ~ 1.-_. Jacoby 
.1 .1.1 \... ~.lC·~ ' ::,.)Y i " · • However, ~performance risk was not 
studied in Roselius' study. Therefore, it is still unclear 
whether perf~rkance risk can . be used as an indicator of 
perceived risk, as suggested by Jacoby. 
Brooker tried to find an assessment scale to measure 
perceived risk and he combined the works of Jacoby and 
Roselius by merging the two scales. six types of risks 
were used together to examine the perceived risk and only 
uncertainty was measured. The research result was very 
similar to that of JacobYi the risk components were not 
independent. Time loss even showed strong, positive 
correlations with the other risk types. 22 However, 
22Brooker, George. op. _ci t. P. 440 
17 
performance risk, time-loss risk and social risk together 
' showed the greatest contribution to the variance explained. 
As discussed in the previous section, product type affects 
the amount of risk perceived; it should be the same for the 
' perception of dlfferent types of risk. Therefore, it seems 
to be necessary to consider the product type before the 
types of risk can be addressed. Brooker made similar 
suggestions after conducting -the aforementioned survey.D 
: 
Some scholars employed interesting classifications of 
risks and some only measured limited varieties. In 
Schiffman's (1972) research, the product he selected was 
salt sUbstitutes. The risks he identified were the taste 
risk and the health risk. M It was quite straightforward 
that he was measuring the performance risk and physical 
risk, if we use Jacoby's terminology. In Locander's 
research ~in 1979, five products were tested including 
towels, cologne, toaster, lawn mower and stereo. Only 
' performance ri~k and social risk were tested. 25 The writer 
, · has no intention of criticizing the insufficient list of 
' . risks used, because with different products, different 
classifications are needed. 
Scholars have tried a number of ways to classify risk 
and manage the components. However, no past research 
tried to incorporate both the dual components and the 
DBrooker, George'. Ope cit. P. 441. 
MSchiffman, Leon G. Ope cit. P. 108. 
25Locander, William B. and Peter W. Hermann, op. ci t. 
P. 270. 
18 
classifications. For each kind of risk, regardless of the 
' type, one can still identify importance and uncertainty 
" components, just as one ' can for the overall perceived risk. 
' · An objective of this study is to incorporate both concepts 
with the goal of attaining a clearer picture. 
Risk Relievers 
When one faces something that makes one uncomfortable, 
one will find ways to overcome it, even though some ways 
~_ ":r •• 
may be used just to escape confrontation. This risk averse 
and risk reducing circumstance will surely occur in 
consumer buying behavior. Both buyers and sellers may try 
to find possible ways of reducing perceived risk. Buyers 
want to be more sure about their decisions by using these 
methods. Sellers, on the othe'r hand, want to persuade 
customers to buy by incorporating some specific methods. 
I 
In Bauer's discussion of risks (1967), he mentioned 
that consumers will tend to reduce the risk they 
percei ve. 26 It was very important that the risk must be 
perceived by consumers, otherwise they will not know how to 
reduce it. However, what will consumers do to reduce the 
'perceived risk? Cox had suggested that there are several 
ways to reduce risk: TI 
a. Reliance on past experience and/or on the 
experience of others. 
b. Information ' seeking. 
26Bauer A. Raymond. Ope cit. P. 30 









Delegation of buying responsibility to others who 
are competent. 
The strategies just mentioned were very conceptual, 
but they . pointed out one very important thing, i . e. , 
information seeking. If we rely on others' experience to 
' make buying decisions in order to reduce risk, we are 
, actually seeking information from them. When a rational 
: , customer wants to reduce the amount at stake or wants to 
make sure that his decision is right, he has to get more 
information, unless he chooses to flee. Locander (1979) 
examined the inter-relation~hip between personality traits, 
perceived risk and information seeking. He found that the 
more reliable the source of information~ the more effective 
the risk reduction. 28 Sheth (1968) also suggested three 
ways of reducing risk: a) information seeking from informal 
or personal sources, 
I 
reliance on .brand 
b) prepurchase deliberation, and c) 
image. 29 They are all good ways to 
reduce risk and can illustrate our psychological feelings. 
However, in ·order to understand their effects, clearer 
' definitions and common terms should be used. 
For this study, Roselius' research in 1971 provides 
the most important information. His main focus was on the 
effect of risk relievers. He defined risk relievers as a 
device or action, initiated by the buyer or seller, which 
28Locander, William B. ~nd Peter W. Hermann. Ope cit., 
p. 273 
~Sheth, Jagdish N. and M. Venkatesan, Ope cit, P. 
307. 
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is used to reduce the probability of unfavorable events or 
to help the consumers shift from one type of loss to 
another for which the consumer has more tolerance. In 
total, eleven risk relievers were presented in the 
'research. No specific product was used; buying situations 
were used instead. Housewives were the target respondents 
and were asked to evaluate how helpful each risk reliever 
was in every buying situation. A measurement called the 
,"Net Favorable Percentage" (NFP)3o was used. NFP was 
computed by dividing the difference between number of 
favo~able responses and the number of unfavorable responses 
by the total number of responses. Brand loyalty and major 
brand image , were found to be the most consistently 
fa·vorab~e . responses. store image, free sample, word of 
mouth communication, and government testing were ranked as 
neutral or 'slightly favorable' ~elievers. Those ranked as 
'slightly unfavorable' included endorsements, money-back 
guarantee, and private testing. Expensive model was 
, consistently the least favored strategy. For the four 
types of losses studied in Roselius' research, time, ego, 
and money losses could be reduced by many relievers. 
However, only brand loyalty, major brand image, and 
' government testing could reduce hazard loss. 31 It was 
, reasonable to find that most relievers which can be 
" provided by manufacturers were ranked in the lower part of 
the list, as consumers do not think that they are reliable 
30Roselius, Ted. op. ci t. P. 58 . 
31 · b' d 1 1 • P. 59. 
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sources of information. 
Roselius' research showed that the ' effects of risk 
rel~evers are different. The differences become more 
. significant when we take different risk types into account. 
In this study, risk components, types of risks and the risk 
relievers are all measured at the same time. However, 
, only those relievers which can be provided by manufacturers 
are included. In Roselius' research, the responderits were 
presented with eleven relievers; they were free to choose . 
. ' However, in this study, the list is shortened. Respondents 
are forced to express their opinions. The writer hopes 
that the effects of these types of relievers can be clearly 
examined in this way. 
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CHAPTER III 
SCOPE OF STUDY 
There are three major constructs under investigation 
ln this study. They are the risk concept, the types of 
risk, and the risk relievers. The only personal t .actor 
that will be covered is the difference between buyers and 
non-buyers. 
Risk Concept 
As discussed in the previous chapter, there are two 
components of perceived risk, uncertainty and importance of 
consequences. Although different terminologies have been 
used in the past, the dual component approach 1S well 
accepted. 
However, there are few past researches to address both 
components. Most scholars have only been concerned with 
one of them. The most common measurement is based on a 
general perception of risk, 
probability of occurrence, 
Roselius' (1971)32 study, 
component he was measuring, 
or the target lS set at the 
i. e., the uncertainty. In 
he did not specify which 
but it seems that he was 
32 l' d 't Rose lUS, Te . Ope Cl . P. 57. 
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measuring the uncertainty. Cox (1967)33 proposed that 
reducing uncertainty was more common than reducing the 
importance of consequences. This may be why many 
researches only studied one component or did not intend to 
distinguish between them. 
In order to better understand the relationship between 
risk and risk relievers, it is necessary to examine the 
individual effects induced by risk relievers on th'e two 
components. This is not easy, because problems arise in 
telling respondents about the two components. 11: ...  also 
takes time for them to distinguish the difference between 
uncertainty and importance. Nevertheless, in this study, 
both components will be studied in order to fulfill the 
research objectives and better understand the relationship. 
Types of Risk 
When one studies the effect of risk relievers, it is 
impossible to ignore the different types of risk. Besides 
the dual components stated above, the types of risk are 
another way to decompose the general risk concept. Yet 
these two are not contradictory; the dual components exist 
within each type of risk. According to Jacoby and Kaplan 
(1972) and Ted Roselius (1971), there are a total of six 
types of risks: financial, physical, performance, social, 
psychological and time loss. However, they are not 
independent and time loss seems to be highly correlated 
33COX, F. Dona Id. op . c it. p. 81. 
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, with others. As different :-.:-esearches employ different 
mixes of risk types, in this study the scope will depend on 
the . . focus group results. Only the types of risk that are 
common to local consumers will be studied to avoid 
unnecessary efforts. 
The product itself is critical too~ 
products were used in pa~t researches, 
' product possesses all the various kinds 
Many kinds of 
but not every 
of risk. For 
example, a product which is used privately will possess 
less social risk. Similarly, if price of the product is 
, cheap, then financial risk is less important. In 
conclusion, the different types of risk will be studied but 
the focus group results will help to determine which types 
, will be included in this investigation. 
Risk Rel ,i eVers 
The effec~ of risk relievers is the main focus of this 
study. Roselius (1971) mentioned eleven kinds of risk 
relievers in his study. However, only those that can be 
offered or manipulated by manufacturers will be studied in 
this survey. The writer hopes that the results can be 
useful to manufacturers; therefore, only some of them will 
be examined in order to make the results more clear. It is 
' also shown in Roselius' research that risk relievers 
provided by manufacturers are generally ranked in the lower 
part of the list. It is obvious that consumers will prefer 
' the information or opinions provided by friends to that 
provided by the manufacturers. 
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This may be why some 
relievers are placed in lower ranks; however, the 
manufacturers can only manipulate some of them. 
Investigation of the risk relievers provided by 
manufacturers alone may help to clear the picture and see 
which one may be more useful. 
The problem of product selection is also important 
here, 'as the types of risk and risk relievers must all be 
applicable to the product chosen. 
Personal Characteristics 
The only personal characteristic that will be studied 
in this report is the difference between buyers and non-
b~yers. Although it is common to investigate the influence 
of personal factors such as personality or demographics, 
the main concern in this research are the effects of risk 
relievers. The dual components and different types of risk 
had already made the questionnaire very complicated; it is 
not desirable to include too many items in a single study. 
Since a specific product was selected, it is not difficult 
to identify buyers and non-buyers. It is also convenient 
to investigate the differences between these two groups of 
people. This fulfills the third objective of this survey. 
,' ... 
CHAPTER IV 
METHODOLOGY - PHASE I 
QUALITATIVE RESEARCH 
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The research is divided into two phases. Phase I is 
the qualitative research, which consists of two parts ~ ~ The 
first part is the literature review, and the second part is 
the focus group interview. Phase II is a quantitative 
survey from which data can be gathered for testing 
hypotheses. 
Literature Review 
The purpose of literature reVlew is to understand the 
development of risk concepts. Past research concerning 
perceived risk, relationship with risk relievers, etc., 
were studied. This is to build up a theoretical foundation 
for the subsequent development of this research. Results 
of the literature review were discussed in Chapter II. 
However, nearly all of the research was done outside Hong 
Kong; it is necessary to understand some of the 
characteristics of people living here before the hypotheses 
and questionnaire are set. Therefore, focus group 
interviews were conducted to gain insights for the 
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formulation of hypotheses. 
Focus Group Interviews 
Purpose 
The focus group interviews were conducted to collect 
the following information: 
1. the common types of risk perceived by Hong Kong 
consumers and the relative importance of each type; 
2. identification of products which are common and 
contain different types of risk; 
3. the common risk relievers which the participants think 
are useful in reducing perceived risk. 
The ultimate goal of conducting focus group interviews 
is not 'only to get a general picture, but also to help in 
defining the scope of study, developing hypotheses, 
determining details of risk types, and selecting the test 
product. 
Method of Execution 
A list of questions was prepared for discussion by the 
focus group. The que~tions were aimed at probing for 
information from the participants. Because of the 
limitations of budget and time, only students of The 
Chinese University of Hong Kong were invited to 
participate. 
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Each focus group consisted of either male or female 
students to encourage the free expression of ideas. The 
writer- himself acted as the moderator. Snacks and drinks 
were provided to ease the atmosphere. A small premium was 
distributed to each participant at the end of each group. 
All the groups were conducted at night and each group 
lasted for about one and a half hours. 
The moderator led the discussion by following the 
questions listed on the discussion guide (Appendix I). 
Participants were encouraged to express their op;.nions 
freely, interactions were encouraged as well. Each 
participant was given a piece of paper for writing down his 
answers to two questions. The first one asked about the 
three products for which they take more time to make the 
buying decision. The second one asked about the relative 
importance of different types of risk. For the rest of the 
questions, the participants were not asked to give written 
responses. 
In order to avoid biases, the issue under 
investigation was disclosed only at the end of the focus 
group, and the participants did not have a chance to read 
the discussion guide. However, the moderator did explain 
some types of risks when asking the respondents to rank the 
relative importance. For this purpose, the moderator 
summarized the consequences which the respondents thought 
would occur if they made a wrong decision. All focus 
groups were recorded by both tape recorder and video 
recorder. 
CHAPTER V 
FINDINGS AND IMPLICATIONS 
OF QUALITATIVE RESEARCH 
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A total of three focus groups were held from November 
to December 1990. One of them included male studen~§ and 
the other two included female students. In total, seven 
male students and ten female students participated in the 
study. All of them attended The Chinese University of Hong 
Kong in various disciplines, but about ten of them were 
business administration majors. Two of the focus groups 
were conducted in Cantonese, while one for the female 
students was conducted in English. 
The following section discusses the opinions provided 
by the group members. The presentation follows the 
sequence of the discussion guide. 
Products Mentioned 
The participants mentioned a number of products for 
which they need more time in order to make buying 
decisions. Table 1 presents the products and the number of 
times they were mentioned. 
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TABLE 1 




























Tennis racket 1 
Clothes 8 
Underwear 1 
The respondents were asked to give three examples 
regardless of whether they had any experience in buying 
them. However, several of them only gave two. The product 
types varied a lot, but they still gave the writer a number 
of insights. On the other hand, it showed that customers 
encountered uncertainty and needed more time when buying 
certain types of products. From the above list, most of 
the products were high-involvement goods, but only some of 
them were durable goods. 
The list of products provided many choices for the 
product to be used ln the later quantitative survey. 




Participants were asked to list the reasons why they 
needed more time to make the buying decisions. Though 
different reasons for longer time required were product-
specific, Table 2 lists all the reasons which were given, 
regardless of the product. The objective was to see what 
general kinds of risk they may perceive to exist. 
TABLE 2 
REASONS FOR LONGER TIME OF CONSIDERATION 
Reason No. of times 
Mentioned 
High Price 25 
Not familiar with the product 12 
Too many choices 17 
Safety 10 
Match with self-image 8 
Others will evaluate them 
by the products they use 7 
Lack of confidence of quality 16 
will blame oneself if better 
choices are available 7 
Loss of time 2 
Generally, the participants were asked to give two to 
three reasons for each product they had 'mentioned. Since 




The insights that could be gained from the 
were the various types of risk. High price 
could :be viewed as the financial risk. Physical risk was 
the safety. Performance risk was the worry of quality. 
Social risk was reflected by the evaluation of others. 
When they blame themselves, this would be viewed as the 
psychological risk. Loss of time was mentioned by one 
participant only. No participants . in any of the three 
focus groups mentioned the loss of opportunity. 
Consequences of Wrong Decision 
The participants were asked to consider what would 
happen if wrong decisions were made. They were mainly the 
translation of the above reasons, e. g. loss of money, 
laughed at by others, physical harm, uncomfortable 
feelings, etc. Since they could be classified as the five 
risks described above, it was not necessary to discuss them 
here. However, loss of time was not mentioned by the 
participants. 
Ranking of Risks 
After the participants had mentioned the reasons and 
consequences, the moderator explained to them the meanings 
of the five types of risk. Thereafter, the participants 
were asked to rank the risk types (participants determine 
the number of types because they perceive that some 
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products may not possess all five types of risk) according 
to the importance for each product that they had mentioned. 
The mean values of each type of risk were not meaningful, 
but the rankings were different for different types of 
products. It showed that different products possess 
different types of risks. Besides, the importance of each 
type of risk varies with the nature of the product. 
Risk Relievers 
Flnally, the participants were asked what could help 
them to speed up decisions, i. e., what they could do 
personally and what manufacturers could do to help 
customers make decisions. The 
confined to any specific product. 
suggestions were not 
since the results of the 
two situations were related, they were grouped under one 
discussion. 
Suggestions for speeding up decision included: ' choose 
market leaders, get information from experienced users, 
friends , relatives, Consumer Council, etc., choose high 
pr iced products, buy from a reputable store, try the 
product before actual purchase, compare catalogues, etc. 
Tactics that would be used if they were manufacturers/ 
marketers included: reasonable price, demonstration, create 
sincere image, define target market, provide after sales 
service, warranty, money back if product is broken (e.g., 
like the insurance provided by American Express) , 
advertising programs to convey favorable message, control 
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distribution, etc. 
The two lists were not the same, and it means that the 
participants percei.ved that there were some things that 
manufacturers could not do. From the list which included 
those things which they thought manufacturers could do, 
several risk relievers were mentioned. On~ very special 
item was the money-back guarantee that was mentioned in the 
first ' list, i.e., things that could help speed up 
decisions. This was not mentioned in the second list. It 
seemed that the participants did not think that 
manufacturers would offer money-back guarantee. However, 
this was not true, as some manufacturers do have such a 
scheme. For example, one renowned fashion retailer in Hong 
Kong, Giordano, offers a money-back guarantee for all the 
things they sell. One reason for the few mentions of 
money-back guarantee might be that the thinking of the 
participants were turned to high priced durable goods, and 
it was less likely that risk relievers would be provided. 
Implications 
The focus groups alone provided a lot of insights. 
They showed that Hong Kong consumers understood the concept 
of perceived risk, and many products were considered to be 
'risky'. customers required additional things to help them 
make decisions, and manufacturers could provide various 
kinds of risk relievers. 
The hypotheses formulated wi th the insights of the 
focus group resul ts are presented in the next chapter. 
Implications with respect to risk types, risk relievers, 
and product selection are briefly described below. 
Risk Types to be Studied 
The risk types to be studied in the quantitative 
research are limited to only five, namely financial risk, 
physical risk, performance risk, social risk, and 
psychological risk. The reasons for excluding tim~~ loss 
and opportunity loss are obvious; too few focus group 
participants could recognize these tvlo types of risks. 
They might be indirectly related to the other five types of 
risks. It would also be too difficult to explain them to 
the questionnaire respondents if they did not have the 
concept in their minds. 
Risk Relievers 
The participants mentioned many different types of 
risk relievers. All seven types of risk relievers provided 
by manufacturers would be studied, they were: endorsements, 
money-back guarantee, free sample, private testing, 
"expensive model, store lmage, and major brand image. The 
respondents could easily understand the meanings of risk 
relievers by using good operational definitions. 
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Product Selection 
There were many products mentioned by the respondents; 
however, not all of them could be used. The choice was 
limited by two basic criteria. Firstly, the product should 
be used by both males and females, since our target was not 
confined to either sex. Secondly, all the risk relievers 
should be applicable to this product since only one product 
would be used. The objective of the study would not be 
achieved if some risk relievers were not considered. 
Some other points were also important, e. g. , 
familiarity with the product, possibility of purchase, etc. 
After careful consideration, the personal computer was 
chosen for the quantitative research. 
Operational definitions of the above items will be 
discussed in Chapter VII. 
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CHAPTER VI 
SUMMARY OF HYPOTHESES 
The formulation of hypotheses is based on the 
information discussed in the literature review, results of 
the focus groups and also the limited scope of study. . .. Wi th 
the seven hypotheses listed below, the problems related to 
the three research objectives can be studied. 
Hypothesis One: 
There is no difference among importance of 
different types of risk. 
It is reasonable to assume that the importance of each 
type of risk is different for different products. Since 
the personal computer is selected as the product and there 
is no former research on it, this hypothesis will try to 
investigate if any differences exist. Since price is high 
for buying a computer , as compared to other household 
appliances, financial risk may be more important. However, 
it is not easy to guess the relative importance of other 
risk types. 
Hypothesis Two: 
There is no difference among uncertainty 
(probability of occurrence) of different types of 
risk. 
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The rationale for setting this hypothesis is the same 
as that of hypothesis one. One may think that the 
financial risk and performance risk may have higher 
probabilities of occurrence. The results of the 
quantitative survey will help to verify the predicti~n. 
Hypothesis Three: 
Risk relievers cannot help to reduce the 
importance of risk. 
As mentioned by Cox (1967), reducing uncertainty is 
more common than reducing the importance of consequences. 
Therefore, the risk relievers may be designed for handling 
the probability of occurrence only. Some risk relievers, 
e.g., celebrity, expensive model, etc., may only help to 
reduce the probability of occurrence of risks but not 
reduce the importance. On the other hand, money-back 
guarantee may be more useful in reducing the importance of 
financial risk. This hypothesis is a general statement 
which only covers the total effect of the risk relievers on 
importance. 
Hypothesis Four: 
Risk relievers cannot help to reduce the 
uncertainty of risk. 
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This is a continuation of hypothesis three. It can 
enable us to verify whether risk relievers can help to 
reduce the perceived probability of occurrence of 
unfavorable matters. In this hypothesis, the focal point 
is still the general effect only. The individual effect 
will be studied in subsequent hypotheses. 
..: '":- .-
Hypothesis Five: 
Risk relievers have no effects on reducing the 
importance of different types of risk. 
This lS an extension of hypothesis three. If the risk 
relievers prove to be useful in reducing the importance of 
risk, the effects on reducing importance of individual risk 
types will then be examined. It is also reasonable to 
think that some risk relievers may be more efficient In 
handling certain kinds of risk. 
Hypothesis six: 
Risk relievers have no effects on reducing the 
uncertainty (probability) of different types of 
risk. 
This is also an extension of hypothesis four. It is 
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easy to assume that the effect of each risk reliever may be 
different for handling either importance or uncertainty. 
However/ it is difficult to predict which one can reduce 
importance or which one can reduce uncertainty for 
individual types of risk. Therefore, different results may 
occur for hypotheses five and six. 
Hypothesis Seven: 
There is no difference in risk perception between 
buyers and non-buyers of personal computers. 
Since the writer cannot find past research concerning 
the perceived risk in buying a personal computer, it is 
difficult to predict whether there exist any differences 
between the perceptions of buyers and non-buyers. It may 
depend upon whether the non-buyers have any prejudices 
against the product class. 
CHAPTER VII 
METHODOLOGY - PHASE 11 
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In this chapter, the methodology for conducting the 
quanti tati ve research will be discussed. However ~ ... . , the 
purposes of conducting quantitative research will be 
addressed first. 
Purpose 
The purpose of conducting the quantitative survey is 
to collect data which can be subjected to statistical 
analysis in order to test the seven hypotheses listed in 
the previous chapter. 
Questionnaire Design 
The questionnaire consisted of questions about the 
importance and probability of occurrence of five types of 
risk. Besides the questions concerning the dual components 
of each kind of risk, questions were also asked for the 
situation where seven risk relievers were introduced 
individually. Instructions were given on the front page of 
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the questionnaire, together with some descriptions in the 
' introduction of each type of risk. Finally, some 
demographic information was asked for purposes of 
comparison and record. A copy 'of the survey instrument is 
included in Appendix 2. 
Definition of Terms 
Before the questionnaire can be developed, the terms 
. that will ' be used should be defined operationally,. The 
following are the definitions for the two components, five 
risk types, and seven risk relievers. operational 
,definitions (Oper Def) or questions asked are listed for 
reference. Words in parentheses are the names used in the 
questionnaire instead of the original terms; these changes 
' have been made because the p:;:e ... test resul ts showed that 
these names ~re easier to understand. 
1. consequen~es 
Definition: importance of each event. ' 
Questions: How important is ***** Risk in your 
consideration? 
2. Uncertainty 
Definition: probability that certain event will occur. 
Questions: What is the probability that ***** Risk will 
occur? 
· 3. Financial Risk (Vinancial Loss) 




the ' loss of money if the computer fails to 
work or the money paid for repair. 
4. Physical Risk (Physical Harm) 
Definition: 
Oper Def: 
risk that the product will physically harm 
the buyer. 
the physical damages that a computer may 
cause, like eye disease or injury because of 
the explosion of the computer. 
5. Performance Risk (Performance Failure) 
Definition: risk that the product will not perf~Em as 
expected. 
Oper Def: the computer cannot function as expected. 
6. Social Risk 
Definition: 
Oper Def: 
risk that friends or acquaintances will 
deride the purchase. 
if a bad computer is bought, others may 
laugh at your wrong decision or think that 
you are foolish. 
7. Psychological Risk 
Definition: risk that the product will lower the 
Oper Def: 
consumer's self-image. 
if a bad computer is bought, you may think 
that you are stupid or some uncomfortable 
feelings may arise internally. 
8. Endorsements 
Definition: the advertisement has endorsements or 
testimonials from an expert or a celebrity. 
Oper Def: 
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the computer is recommended by an expert or 
celebrity in the advertisement. 
9. Money-back Guarantee 
Definition: the manufacturer (seller) will pay back the 
money if the product is bad. 
Oper Def: the manufacturer offers money-back 
guarantee. 
10. Free Sample 
Definition: 
Oper Def: 
a trial use is possible through the free 
sample. 
the manufacturer lets you use the computer 
for a period without charge. 
11. Private Testing 
Definition: 
Oper Def: 
test among different products is conducted, 
but the test is not conducted by the 
government or government-related agencies. 
the manufacturer provides some information 
about product comparisons they have made. 
12. Expensive Model 
Definition: 
Oper Def: 
some manufacturers price their products high 
to create a prestigious image; let customers 
associate the high price with high quality. 
The price of the model is higher than the 
average. 
13. Store Image 
Definition: products may be sold through dependable or 
reputable stores. 
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Oper Def: you buy the computer in a store with a 
strong reputation. 
14. Major Brand Image 
Definition: to create a leading and consistent brand 
image. 
Oper Def: you buy the computer from a major well-known 
manufacturer. 
Measurement 
Two kinds of measurements were used in the 
questionnaire for different purposes. 
A seven-point scale was used to measure the importance 
of each event. The scale ranges from 7, which represents 
very important, to 1, which represents totally unimportant. 
The scale was interval; therefore, most statistical tests 
could be employed. 
It was also common to use ranking for indicating the 
relative importance of each event. However, the 
respondents would feel that it was very difficult to rank 
the factors, especially when risk relievers were 
introduced. They would tend to . glve them the same 
rankings, even for different types of risk. Ranking also 
limits the number of statistical tests which may be 
employed. 
A lOO-point system was used in asking respondents to 
indicate the probability that a certain event will occur. 
Respondents were free to choose any number between 0 and 
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100, where 0 means will definitely not happen, and 100 
means will certainly happen. 
The lOO-point system was used because a five-point or 
seven-point scale would not have sufficient discriminating 
power. The number would also help the respondents 
understand 'probability', and it resembles the way we 
usually think, e.g., 40% chance. 
All demographic information, except the experience of 
buying a computer, were used only for record keeping in 
this research. 
Next, the general content of the questionnaire will be 
discussed. Please refer to Appendix 2 for a sample of the 
questionnaire. 
Mode of Execution 
The questionnaire was conducted in a self-administered 
format. Obviously, it was impossible to collect data by 
telephone because the questionnaire was too long. Mail 
survey was not applicable because of the questionable 
response rate. Personal interview was not considered 
because the writer could not find enough qualified 
interviewers. It was also difficult to control the non-
sampling error because the interviewers would be tempted to 
use their own words to explain questions when respondents 
did not understand what was being asked. The questionnaire 
was designed in a self-explanatory format and lots of 
instructions were given; thus, problems associated with the 
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self-administered format were minimized. 
The questionnaires were distributed through five 
distributors, including the writer. Respondents were 
advised to fill in the questionnaire by themselves; no 
specific comments or explanations ' were given by the 
distributors. since the language of the questionnaire was 
English and the product or the issue was not very common to 
the general public, the distributors had to locate 
individuals with at least secondary education level. The 
questionnaires were distributed mainly to the part~.~ime 
students and teachers of a Technical Institute and an 
evening school. Most of the students or teachers had 
full-time jobs during the day. 
There were two main problems concerning the execution. 
since English was not the mother language of the 
respondents, it created difficulty in selecting 
respondents. On the other hand, the questionnaire was 
quite long and some respondents missed some questions or 
did not complete the whole form. This affected the 
response rate, but the problem was not related to the self-
administered format. On the contrary, it would be more 
difficult to use other methods to collect the data. 
Validity Concern 
Although the respondents were not selected on a random 
basis, the results are still useful because the customers 
of personal computers are demographically similar to the 
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survey respondents. They had reached a certain educational 
level and understood English to a certain extent. 
ALl questions concerning a single type of risk were 
put on the same page. Hence, it was easy to rotate the 
risk types in order to avoid unfavorable effects, e. g. , 
fatigue of respondents, etc. 
A pretest was carried out to find out if there were 
any problems before the field work commenced. Based upon 
the pretest results, some amendments to the questionnaire 
were made. This included clearer instructions, rew~Eding 
of questions, and renaming of the terms. 
Data Analysis 
Three kinds of statistical analysis were employed in 
this study, analysis of variance (ANOVA), paired t-tests 
and t~test for independent samples. The ANOVA technique 
was an analysis of differences, computed by the value of 
perceived importance (or probability) when no risk reliever 




This ensured that the information was utilized 
For the paired t-test, the differences for each 
would be computed before calculating the 
statistics according to the definition. 
ANOVA was used to test the significance of the general 
effects of risk relievers and risk types. Paired t-tests 
were used to test the individual effects of each risk 
reliever towards each type of risk. t-tests for 
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independent samples were used for testing the differences 
between buyers and non-buyers. 
: .. ... 
CHAPTER VIII 
FINDINGS AND IMPLICATIONS 
OF QUANTITATIVE RESEARCH 
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In this chapter, the findings as well as the 
implications of the results of quantitative research ~~ill 
be discussed. About 200 questionnaires were distributed. 
A total of 113 questionnaires were completed and analyzed, 
resulting in a response rate of 56.5%. More than 30 
questionnaires were excluded because of incomplete 
. information. Another twelve were not included in the 
analysis because they were received after three weeks from 
the beginning date of data collection and thus considered 
too late. The remaining were not returned to the 
distributors. 
Forty-four respondents (38.9%) had the experience of 
buying personal computers; most had bought the computer 
less than two years ago. Sixty-two respondents, i.e. , about 
55%, were male. They were youngsters, as 90% of them were 
under 30 years old, and were single. Occupations varied a 
lot and their median income was about $100,000 per annum. 
This sample does not represent the whole population, and 
the writer does not intend to imply that it does. However, 
the results can be generalized to the group of people who 
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are young, and have at least secondary education, and 
moderate incomes. This group of people looks very similar 
to those who will buy personal computers for their own use; 
hence the results should be meaningful. For a detailed 
breakdown of the respondents' characteristics, please refer 
to Appendix 3. 
Hypothesis One 
There is no difference among importance of different types 
~.":.- . ~ 
of risk. 
ANOVA was performed to test this hypothesis, and the 
result is shown in Table 3 below. The dependent variable 
was the difference in importance, computed by the value of 
importance when no risk reliever was present minus the 
value when each risk reliever was present. These 
calculations were performed for each respondent. This is 
a 5 x 7 factorial design because we have five types of risk 
and seven kinds of risk relievers. The total number of 
respondents was 113. 
TABLE 3 
ANOVA OF DIFFERENCES IN IMPORTANCE BY 
THE EFFECTS OF RISK TYPES AND RISK RELIEVERS 





Degrees of Mean F 
Freedom Square value 
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Main effects 797.61 10 79.761 22.39*** 
Risk Types 741.47 4 185.348 52.04*** 
Risk Relievers 56.14 6 9.357 2.62* 
2-way Interactions 
Risk, Relievers 60.71 24 2.529 .71 
Unexplained Var 13962.62 3920 3.562 
Tot-al Variance 14820.92 3954 
(***: significant at p=O.OOl, *: significant at p=0.05) 
Since the effect of risk types was significant, we can 
reject the null hypothesis. The result is very reasonable, 
as the relative importance of the five types of risks 
should be different. 
The means of the raw scores for the perceived 
importance of each type of risk when no risk relievers are 
present are shown in Table 4. 
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TABLE 4 
MEAN VALUES FOR IMPORTANCE OF EACH KIND OF RISK 






It shows that the kinds of risk that had the highest 
importance were performance and financial. This is very 
straightforward because a personal computer is a high 
technology product. In general, consumers do not have much 
information, and they will fear that personal computers do 
not perform well. On the other hand, the initial 
investment and operating costs of a personal computer is 
high; therefore, financial risk is also very important. 
According to the mean values, social risk was the least 
important. This may be due to the fact that a personal 
computer is used privately; hence, not many people would 
know that the buyer had made a wrong decision. Even though 
( 
a wrong decision was made, since not many people had high 
confidence in buying computers, others might not criticize 
the buyer. 
In Jacoby's research (1972), performance risk and 
financial risk are two of the most representative 
components of overall risk. social risk had the smallest 
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value in this study, but social risk followed behind 
financial risk in Jacoby's research. Results of the two 
surveys were not directly comparable because we do not know 
whether Jacoby was measuring importance or uncertainty. 
However, at least we know that effects of different types 
of risk are significant and this does not seem to be 
contradictory to Jacoby's results. 
Hypothesis Two 
There is no difference among uncertainty (probability of 
occurrence) of different types of risk. 
Another ANOVA test (Table 5) was carried out to test 
this hypothesis. In this case the dependent variable was 
the difference in probability, computed by the value of 
perceived probability when no risk reliever was present 
minus the value when each risk reliever was present. These 
calculations were performed within the same respondents. 
This was still a 5 x 7 factorial design because we have 
five types of risk and seven kinds of risk relievers. 
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TABLE 5 
ANOVA OF DIFFERENCES IN UNCERTAINTY BY 
THE EFFECTS OF RISK TYPES AND RISK RELIEVERS 
Source of Sum of Degrees of Mean F 
Variation Squares , Freedom Square value 
Main effects 100633.49 10 10063.35 13.26*** 
Risk Types 28477.74 4 7119.43 9.38*** 
Risk Relievers 77155.75 6 12025.96 15.85*** 
2-way Interactions 
Risk, Relievers 8251.69 24 342.82 .45 
Unexplained Var 2974464.80 3920 758.79 
Tota'l Variance 3083349.98 3954 779.81 
(***: significant at p=O.OOl.) 
The effect of risk types was also significant; 
therefore, we can also rej ect the null hypothesis here. 
Regarding the characteristics of personal computers, it is 
also reasonable to think that different kinds of risk have 
different probabilities of occurrence. 
The means of the raw scores for the perceived 
probabilities of occurrence of each type of risk when no 
risk relievers are present are shown in Table 6. 
TABLE 6 














This result is very interesting because it shows a 
slight variation from the mean values associated with 
importance. First of all, the respondents did not view 
psychological risk as very important among the five types 
of risk (Table 4). However, the probability of occurrence 
for psychological risk was the highest, compared to the 
other four. It seems that the cognitive dissonance after 
purchase may be great for personal computers. Consumers 
may not have enough information about whether or not they 
have made good buying decisions, so they would worry about 
the correctness of their decisions. 
, The probability of financial risk was consistent with 
the mean of importance. It clearly shows that financial 
risk is one of the major concerns when buying personal 
computers. The relatively high investment is the main 
reason. Probabilities of occurrence of both performance 
risk and social risk were almost the same and significantly 
lower than the psychological and financial risk. Physical 
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risk has the lowest probability of occurrence, as evaluated 
by the respondents. This is also reasonable because the 
chance iof getting eye disease or other physical harm is not 
so high. 
Comparing these results with those of Jacoby's 
research in 1972, the is obvious, as 
psychological risk seems to be very significant. However, 
as stated before, the results are not comparable, 
especially when different products are used. Ross (1975) 
criticized part of the results of Jacoby and said that ~~' ... 
this generalization may be unwarranted since most of the 
twelve products "seem" highly "performance" related ... ".34 
The difference between the results here and those of Jacoby 
may thus be attributed to product differences. 
Hypothesis Three 
Risk relievers cannot help to reduce the importance of 
risk. 
The results in Table 3 can be used to test this 
hypothesis. However, the results were a bit confusing 
since the statistic was significant at p - o. 015. It 
depends on how large a significance value we use. If we 
accept a significance level of about 0.05, then the null 
hypothesis can be rej ected. It is assumed that the 
importance of risk should not be reduced by the risk 
~Ross, Ivan. Ope cit. P. 8. 
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relievers, or at least it is not common to reduce the 
importance with the use of risk relievers. However, the 
respondents may not think in this way. Since they are not 
familiar with personal computers, they require any kind of 
information to support their decisions. When risk 
relievers exist, they can be more confident in making their 
decisions. This may be the reason that they perceive that 
risk relievers can reduce the importance of risks in 
general. 
To ensure that the risk relievers did indeed reduce 
the importance of risks, mean values of the differences (as 
computed by subtracting the corresponding values) of each 
situation were examined. All the mean values were 
positive, indicating that the importance when no risk 
relievers were present were higher than those when risk 
relievers were present. 
Hypothesis Four 
Risk relievers cannot help to reduce the uncertainty of 
risk. 
Similarly, the results of Table 5 can be used to test 
this hypothesis. The statistic was significant, and hence 
the null hypothesis can be rejected. This is a reasonable 
result, and shows that risk relievers have some effects on 
the probability of occurrence of risk in general. The risk 
relievers had positive effects because all mean values of 
the differences are positive. 
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It meant that the 
probability of occurrence when no risk reliever existed was 
higher: -than those situations in which risk relievers were 
present. 
Hypothesis Five 
Risk relievers have no effects on reducing the importance 
of different types of risk. 
From the third hypothesis, we have proved that risk 
relievers could reduce the importance provided that we can 
accept the level of significance. In this hypothesis, we 
investigate the effect of each risk reliever on each type 
of risk. Paired t-tests were used to test this hypothesis. 
Following are tables of the test results. 
TABLE 7 
PAIRED t-TEST RESULTS FOR IMPORTANCE OF FINANCIAL RISK 
(mean = 5.8319) 
Types of relievers Means t-test Results 
Endorsements 4.6372 *** 
Money-back Guarantee 3.9204 *** 
Free Sample 4.0442 *** 
Private Testing 4.3894 *** 
Expensive Model 4.5929 *** 
store Image 4.4867 *** 
Major Brand Image 4.5487 *** 
(N.S.: not significant, *: significant at p=0.05, 
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**: significant at p=O.Ol, ***: significant at p=O.OOl) 
The effect of risk relievers on the perceived 
importance of financial risk were all significant, as shown 
in the table above. However, since they are all useful in 
reducing importance and the significance levels are the 
same, we can say that the effects of each risk reliever on 
the importance of financial risk are the same as well. 
TABLE 8 
PAIRED t-TEST RESULTS FOR IMPORTANCE OF PHYSICAL RISK 
(mean = 5.3029) 
" -" ~. 
Types of relievers Means t-test Results 
Endorsements 4.1947 *** 
Money-back Guarantee 4.3363 *** 
Free Sample 4.1327 *** 
Private Testing 4.3363 *** 
Expensive Model 4.1770 *** 
S-tore Image 4.1239 *** 
Major Brand Image 4.2212 *** 
(N.S.: not significant, *: significant at p=0.05, 
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**: significant at p=O.Ol, ***: significant at p=O.OOl) 
The results of the risk relievers' effects on the 
perceived importance of physical risk are similar to those 
for financial risk. 
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TABLE 9 
PAIRED t-TEST RESULTS FOR IMPORTANCE OF PERFORMANCE RISK 
(mean = 6.3363) 
Types of relievers Means t-test Results 
Endorsements 4.6283 *** 
Money-back Guarantee 4.3186 *** 
Free Sample 4.2389 *** 
Private Testing 4.6283 *** 
Expensive Model 4.5515 *** 
St'ore Image 4.4956 *** 
Major Brand Image 4.6549 *** 
(N.S.: not significant, *: significant at p=O.05, 
**: significant at p=O.Ol, ***: significant at p=O.OOl) 
Similar results were obtained for the perceived 
importance of performance risk. Thus, there seems to be no 
difference in the effect of risk relievers on the perceived 
importance of the three types of risk just mentioned. 
TABLE 10 
PAIRED t-TEST RESULTS FOR IMPORTANCE OF SOCIAL RISK 
(mean = 4.8230) 
Types of relievers Means t-test Results 
Endorsements 4.4159 ** 
Money-back Guarantee 3.9115 *** 
Free Sample 3.9912 *** 
Private Testing 4.2035 *** 
Expensive Model 4.4602 * 
Store Image 4.3363 *** 
Major Brand Image 4.3540 ** 
(N.S.: not significant, *: significant at p=0.05, 
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**: significant at p=O.Ol, ***: significant at p=O.OOl) 
In this table, the variation in significance level is 
meaningful because it shows the difference in the magnitude 
of the effect. The expensive model is the least useful 
risk reliever for reducing the importance of social risk, 
followed by endorsements and major brand image. 
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TABLE 11 
PAIRED t-TEST RESULTS FOR IMPORTANCE OF PSYCHOLOGICAL RISK 
(mean = 5.3274) 
Types of relievers Means t-test Results 
Endorsements 4.4690 *** 
Money-back Guarantee 4.4425 *** 
Free Sample 4.4159 *** 
Private Testing 4.4248 *** 
Expensive Model 4.5487 *** 
Store Image 4.1770 *** 
Major Brand Image 4.3982 *** 
(N.S.: not significant, *: significant at p=0.05, 
**: significant at p=O.Ol, ***: significant at p=O.OOl) 
The above table did not show that the effects on 
reducing psychological risk by each risk reliever are 
different. 
We can rej ect the null hypothesis (Hypothesis 5) 
because the values reported in Tables 7 through 11 show 
that risk relievers do indeed reduce the importance of 
different types of risk. However, only the values in Table 
10 showed different patterns. The results were still a bit 
surprising, because the writer did not intuitively expect 
the risk relievers to reduce importance. This might be due 
to the respondents' lack of understanding of what 
"importance" meant; they may have simply thought that the 
situation would turn better if risk relievers were 
available. It was also possible that even t~ough risk 
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relievers could reduce the perceived importance, they just 
had a general effect. There is another possibility; some 
of the risk relievers may be just 'hygiene factors', i.e., 
importance cannot be reduced when they exist, but 
importance will ' increase without them35 . The concept of 
" hygiane factor' may require more research to verify it. 
These results should be compared to those of Roselius 
(1971) . They are somewhat different because all~f the 
risk relievers are effective here, but only three of them 
show different effects upon social risk. In Roselius' 
research, not all relievers are useful, and the effects on 
different kinds of loss are different. However, Roselius' 
research seemed to measure probability or uncertainty, 
rather than importance. 
Hypothesis'Six 
'k I' Ih " R1S re levers ave no effects on reduclng the uncertalnty 
(probabili"ty) of different types of risk. 
Paired t-tests were also conducted to test this 
, hypothesis. 
I 35The concept :of 'hygiene factor' is borrowed from Herzberg' s 
dual-factor theory about motivation in the field of management 
science, as discussed in Davis Kei th and John W. Newstrom. Human 
Behavior at Work: Organizational Behavior. New York: Mc Graw-
Hill . . 7th edition. 1985. Pp. 73-6. 
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TABLE 12 
PAIRED t-TEST RESULTS FOR PROBABILITY OF FINANCIAL RISK 
(mean = 54.1504) 
Types of relievers Means t-test Results 
Endorsements 45.8938 *** 
Money-back Guarantee 33.1327 *** 
Free Sample 34.4336 *** 
Private Testing 47.9027 *** 
Expensive Model 49.1593 *** 
Store Image 46.2478 *** 
Major Brand Image 43.6372 *** 
(N.S.: not significant, *: significant at p=0.05, 
**: significant at p=O.Ol, ***: significant at p=O.OOl) 
According to the t-test results, the effects of all 
risk relievers on financial risk were significant. As 
probability of financial risk was high (refer to hypothesis 
two), the respondents might think that any risk reliever 
could help. It was also reasonable to find that money-back 
guarantee and free sample were two good risk relievers, 
because their mean values were the lowest. Lower mean 
values meant less chance of risk occurrence. These two 
would allow the respondents to have free trial or recover 
their loss; hence, they were the most useful. 
TABLE 13 
PAIRED t-TEST RESULTS FOR PROBABILITY OF PHYSICAL RISK 
(mean = 48.0265) 
Types of relievers Means t-test Results 
Endorsements 41.7080 * 
Money-back Guarantee 40.4779 ** 
Free Sample 38.6195 *** 
Private Testing 46.3009 N.S. 
Expensive Model 44.9115 N.S. 
store Image 45.3009 N.S. 
Major Brand Image 43.0000 * 
(N.S.: not significant, *: significant at p=0.05, 
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**: significant at p=O.Ol, ***: significant at p=O.OOl) 
Physical risk seemed to be related to the risk of 
general product category, but not any specif ic model i 
therefore, the private testing, expensive model and store 
image could not help to reduce the physical risk (the t-
test results were not significant). Free sample was still 
the best reliever because the respondents could try before 
they buy. According to the operational definition, they 
could use the computer for a certain period of time prior 
to purchase. Therefore, the respondents would be able to 
test the specif ic functions before the actual purchase. 
Other relievers , although they had signif icant effects, 
seemed not to be as useful as a free sample. 
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TABLE 14 
PAIRED t-TEST RESULTS FOR PROBABILITY OF PERFORMANCE RISK 
(mean = 50.8496) 
Types of relievers Means t-test Results 
Endorsements 43.0442 *** 
Money-back Guarantee 37.4698 *** 
Free Sample 35.8053 *** 
Private Testing 47.2743 N.S. 
Expensive Model 48.3717 N.S. 
store Image 47.0796 N.S. 
Major Brand Image 44.3894 * 
(N.S.: not significant,*: significant at p=0.05, 
**: significant at p=O.Ol, ***: significant at p=O.OOl) 
The probability of performance risk was significantly 
reduced by all the risk relievers except three, i.e., 
private testing, expensive model, and store image. Major 
brand image seemed to be less useful but still significant 
at the O. 05 signif icance level. In addition to the two 
relievers which are always useful, i.e., free sample and 
money-back guarantee, an endorsement should be considered 
by manufacturers as well. 
TABLE 15 
PAIRED t-TEST RESULTS FOR PROBABILITY OF SOCIAL RISK 
(mean = 50.1790) 
Types of relievers Means t-test Results 
Endorsements 44.5575 * 
Money-back Guarantee 35.9823 *** 
Free Sample 36.0442 *** 
Private Testing 43.9912 * 
Expensive Model 46.8319 N.S. 
** 
~ ... 
store Image 44.1327 
Major Brand Image 39.9732 *** 
(N.S.: not significant, *: significant at p=0.05, 
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**: significant at p=O.Ol, ***: significant at p=O.OOl) 
Only the effect of expensive model was not significant 
in reducing the probability of social risk. This is 
logical, because if a great deal of money was paid and the 
decision turned out to be wrong, others might think that 
the buyer was more foolish! Major brand image also seemed 
to be very useful here. If a brand name is well accepted 
by the peer group, then the consumers can use the brand 
name as an excuse, even when the buying decision turns out 
to be unwise. 
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TABLE 16 
PAIRED t-TEST RESULTS FOR PROBABILITY OF PSYCHOLOGICAL RISK 
(mean = 57.2920) 
,~ .. , 
Types of relievers Means t-test Results 
Endorsements 45.0973 *** 
Money-back Guarantee 37.3363 *** 
Free Sample 38.3274 *** 
Private Testing 49.0973 ** 
Expensive Model 49.9558 ** 
store Image 48.0442 ** 
Major Brand Image 44.4956 *** 
(N.S.: not significant, *: significant at p=0.05, 
**: significant at p=O.Ol, ***: significant at p=O.OOl) 
According to the mean values (Table 6), psychological 
risk had the highest probability of occurrence. Therefore, 
respondents would require as much securi ty as possible. 
This is why all the risk relievers were significant. 
Money-back guarantee and free sample were still the best 
two relievers. 
From the t-test results reported above, some of the 
risk relievers did not significantly reduce the probability 
of occurrence of some types of risks. Thus, the null 
hypothesis is rejected, and the results are consistent with 
one's intuition. Roselius' research in 1971 found that not 
all of the risk relievers were useful when he used 
hypothetical situations, without specifying the product or 
service. But the personal computer was used her~, and most 
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' of the relievers were indeed found to be useful. Major 
brand image was considered to be useful in Roselius' 
research, but it was not as effective as money-back 
guarantee or free sample in this study. One common point 
is that the expensive model seems to be least useful in 
both researchers' findirigs. 
Hypothesis Seven 
There is no difference in risk perception between buyers 
and Don-buyers of personal computers. 
Two set of t-tests were conducted to test the 
difference between buyers and non-buyers on both the 
importance and uncertainties (probabilities of occurrence) . 
TABLE 17 
t-rEST RESULTS OF THE DIFFERENCES 
IN IMPORTANCE AS PERCEIVED BY BUYERS AND NON-BUYERS 
Mean for 




















(N.S.: not significant, *: significant at p=0.05, 
**: significant at p=O.Ol, ***: significant at p=O.OOl) 
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It is obvious that no differences exist between buyers 
and non-buyers in their perceptions of the importance of 
risks. · The results of all the tests were insignificant. 
TABLE 18 
t-TEST RESULTS OF THE DIFFERENCES 
IN UNCERTAINTY AS PERCEIVED BY BUYERS AND NON-BUYERS 
Mean for 





Financial 52.0455 55.4928 N.S. 
Physical 45.3864 49.7101 
Performance 45.6818 54.1449 N. S. 
Social 47.7273 51.7391 N.S. 
Psychological 53.2955 59.8406 N.S. 
(N.S.: not significant, *: significant at p=O.05, 
**: significant at p=O.Ol, ***: significant at p=O.OOl) 
The t-test results were all not significant. This 
means that buyers and non-buyers did not view the 
probabilities of the occurrence of risks differently. 
Since the results shown in the above two tables were 
not ~ignificant, the null hypothesis could not be rejected. 
One could not infer much from these results; however, 
it seems that non-buyers did not have many prejudices, as 
they did not perceive higher risk than did buyers. Even if 
the buyers had real experiences of buying or using 
computers, they did not hold different opinions. The 
implications to manufacturers are that they do not need to 
distinguish their efforts on reducing perceived risk for 
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new customers and experienced buyers. 
Summary 
The last hypothesis could not be rejected since the 
test results were not significant. The effects of risk 
types and risk relievers were all significant. The 
respondents were able to perceive different types of risks 
and they considered some risk relievers to be effective. 
Differences between buyers and non-buyers were not 
significant, and this applied to both the importance of 
risks and the probability of occurrence. For a fast 
reference of the effect of risk relievers, the t-test 
results are summarized in Table 19. In the next chapter, 
the implications of the findings will be further summarized 























































































































































































































































































































































































































































































































































































































































































































The recommendations are divided into two parts. The 
first part provides general recommendations that should be 
useful to manufacturers of various products. The second 
part i~ specifically presented for computer manufacturers 
or marketers. Table 19 serves as a quick reference to see 
which kind of risk reliever can be used on different types 
of risk concerning both importance and uncertainty. 
r ,However, it should be noted that the results of this study 
can only be generalized to the population of youngsters who 
have finished secondary education and have moderate income. 
For All Manufacturers 
What the manufacturer or marketer should do in the 
first place 1S to identify which types of risk their 
customers consider to be the most important or the most 
likely to occur. It was shown in this research that 
consumers perceive different levels of importance and 
probability for different types of risk. One can easily 
think that this statement still holds, even for products 
other than personal computers. The purpose for identifying 
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the risk type was to help design the product features or 
service packages. The useful risk relievers may be used to 
create a good image, capture the market, or mold the 
customers to be loyal. 
If effects of risk relievers do not vary with the 
importance of different · types of risk, then the most 
general suggestions for manufacturers would be to 
incorporate as many relievers as they can. The 
manufacturers should formulate their own mix of product 
features by including various relievers in order to help 
customers make decisions quickly. This will relate ·to the 
cost consideration of the manufacturer or the image it 
wants to build up. The above comment is almost true except 
for social risk. From Table 19, we can see that if social 
risk is found to be very important for that product, 
expensive model, endorsements, and major brand image will 
have the least significant effects. 
concerniqg , rhe probability of occurrence of risks, the 
differences in the effects of risk relievers were more 
significant. Hence, after identifying the risk types that 
prevail for a certain kind of product, the second step is 
to find out which type(s) of risk reliever is most useful. 
From Table 19, it is obvious that the free sample and 
money-back guarantee are useful for all kinds of risk. 
However, this does , not mean that other things are not 
useful. On the contrary, we must notice the effect of 
product types. Different products may need different risk 
relievers. Even the expensive model, which was shown to be 
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useless in three types of risk by this research, may still 
be useful for some products. For example, products serving 
the high-end market need high prices to build up their 
images. If the prices are not high for these products, 
then the social risk may become high. A celebrity is also 
useful in the advertisement if the seller wants to help 
customers establish association. 
Not all risk relievers are applicable to every 
product, hence creativity is needed to change the form or 
design of the relievers~ It is difficult to imagin~~ that 
the market of real estate would offer free samples, but at 
least they may provide some decorated units to give 
customers more information about the slze, structure, 
material of the room, etc. Money-back guarantees can be 
transformed to other things like the free provision of a 
gas heater, kitchen cabinet, etc. It depends on how well 
the marketer understands his customers and integrates this 
information into the marketing program. 
For Computer Manufacturers 
. The results of this survey showed that the consumers 
perceived at least two types of risks that are very 
important in computer purchasing, i.e., performance risk 
and financial risk. The risks that are most likely to 
occur include psychological risk and financial risk. This 
may relate to the high technology and high price of 
personal computers. 
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Similarly, all risk relievers are helpful in reducing 
the importance of risk, while money-back guarantees and 
free . -samples are the best selections for reducing the 
uncertainty. To increase the specific demand for one 
brand, manufacturers should pay attention to all kinds of 
risk relievers and consider which one(s) he can provide. 
However, he should not forget the provision of money-back 
guarantees and free samples. A pure money-back guarantee 
seems less feasible as product price increases, but it can 
be transformed into a warranty, e.g., free-of~sharge 
maintenance with wider coverage, etc. In the U.S., 
Macintosh allows undergraduate students in the universities 
to use their computers free for a certain period, i.e., 
approximately six months. This is one form of the free 
sample. No computer firm currently employs this policy in 
Hong Kong ; it may be because the market is too small. 
However, should a company decide to use this, the impact 
may be great. 
The writer suspects that some of the relievers may be 
viewed as not very important just because they are hygiene 
factors. That is, the presence of some relievers cannot 
reduce risk, but their absence will increase the risk. 
Therefore, even though the research did not highlight some 
of the risk relievers as very useful, manufacturers should 
still try to adopt them. At the same time, computer 
manufacturers should also monitor common practice within 
the industry to ensure that they do not overlook anything 
that competitors are providing. 
One risk 
price policy. 
high . quality 
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reliever which seems useless is the high 
Unless high price can be associated with 
by customers, manufacturers are not 
recommended to increase the prices ·of their products. 
However, the reverse is not true . Although high pr ice 
cannot be used as a risk reliever, low price does not 
necessarily imply a good selling point. since the customer 
may consider performance risk as crucial, low price may 
suggest low quality and no benefits can be reaped by the 
manufacturers. 
Finally, it is also important that all marketing 
activities should be integrated. The selection of any risk 
relievers must be matched with other aspects, e.g., 
distribution, product features, company image, etc. This 
point is applicable to all kinds of manufacturers. 
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CHAPTER X 
LIMITATIONS AND FURTHER RESEARCH 
In this chapter, the limitations of this study and 
some topics for future research will be discussed. 
Limitations 
Due to the lack of experience and time and budget 
constraints, there are many limitations in this study. In 
other words, many improvements can be made. 
The dual components, five types of risk and seven risk 
relievers included in this study were all used before by 
others researchers. Focus groups were conducted to see 
whether they were applicable to Hong Kong consumers. 
Reliability can be improved to a certain extent by adopting 
the constructs used by former researchers. However, the 
method used to ask questions was untested. A more direct 
way was used in order to make the results easier to 
compare. It would not be difficult to reuse the 
quantitative method in this study for testing reliability 
of the survey instruments. However, time constraints do 
not allow replication of this study at the present time. 
Concerning the internal validity, the writer also 
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found difficulties in explaining the meanings of the terms 
to the respondents. The maj or diff icul ty lies in the 
concept of importance of risk. Since the questionnaire was 
in English, the respondents may have found it more 
difficult to understand the concept. There are few 
articles concerning the concept of importance of risk; 
hence, no former method could be borrowed. The 
questionnaire is relatively long, and many sections just 
duplicate the wordings of the pages preceding them. The 
respondents may be bored and also try to make their answers 
look reasonable. Rotation of items (i. e., sequence of 
different types of· risks) was used to minimize response 
biases. 
The sample Slze is relatively small, which may affect 
the external validity of results. Many questionnaires were 
found to be incomplete, and some late respondents were 
excluded, 
discarded. 
more than forty questionnaires were thus 
The background of respondents were very similar and 
most of them were in their twenties. The sample selection 
was subj ect to two constraints: 1) they must understand 
English; 2) some of them must have the experience of buying 
personal computers. Usually young people with at least 
secondary education background can meet these 
characteristics. with the purpose of approaching different 
respondents, the writer did not find respondents from the 
campus. Students who had full-time work in the daytime 
were approached instead. The above are all threats to 
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external validity, but as the writer has mentioned several 
times before, the results should be generalized to only a 
portion of the whole population. Only one product was 
included in this study. The advantages of product 
comparison were sacrificed because of the need for studying 
dual components, five aspects of risks, and seven different 
types of risk relievers. However, the results can still 
help us understand more about the perceived risk concept in 
consumer behavior. Knowledge about the consumers of 
personal computers is also enhanced by the f~lldings 
presented here. 
Further Research 
Obviously, research on perceived risk using different 
products is one channel for further research. However, a 
study of the relationship between importance and 
uncertainty of the perceived risk concept may be more 
necessary, since few studies in the past have touched upon 
this point. In this study, the importance and uncertainty 
were measured separately; the relationship between these 
two components is still unclear. This research studied the 
behavior of Hong Kong consumers who are affected by both 
eastern and western cultures. It was not the objective of 
this research to examine the cultural influence on 
perceived risk but 
investigate whether 
other researchers may choose to 
mainland Chinese or people more 
affected by eastern cultures will behave differently. 
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Another interesting area is the retrospective effect 
of risk relievers. When a manufacturer emphasizes certain 
types. of relievers, the consumer may turn to perceive 
higher risk than before. Then the result of risk relievers 
will become unfavorable and the cost incurred will be 
totally ineffective and inefficient. In this study, all 
risk relievers seemed to have effects ln the expected 
direction (as shown by the positive difference). However, 
the relievers were examined with general statements; no 
attempt was made to test different levels. Hence, ~pis is 
still - a possible solution and is worth studying. 
In the last chapter, the idea of hygiene factor was 
applied to the risk relievers. It was assumed that some 
relievers cannot reduce risk perception, but their absence 
will increase the amount of risk perceived by customers. 
Some more research on this idea is suggested; experimental 
designs may be used to determine the individual effects of 




*1. State three products for which you take more time in 
making the buying decision. 
2. Discuss the reasons why you need more time to consider 
these products. 
3. Do you think it 1S because these products involve more 
risks and hence make you consider more before you buy? 
4. What consequences will result if you make a wrong 
decision when buying the products mentioned in 
Question 1? 
*5. For each product mentioned, please rank the five types 
of risks (financial, physical, performance, social, 
psychological) according to their relative importance. 
6. What can help you to speed up your decisions or become 
less concerned when you have to buy the products 
mentioned in Question 1? (i.e., the presence of these 
will relieve you from worries.) 
7. If you were a manufacturer of the products mentioned 
in Question 1, what would you do to reduce the risks 
perceived by customers? 
* Participants were asked to give written responses to 
these questions. 
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APPENDIX 2 




" " ' , 
I am an MBA student of the Chinese University of Hong 
Kong, and this questionnaire is to acquire some information 
for my graduate thesis. Your kind cooperation in answering 
this questionnaire is very valuable to me. All information 
involved will be for academic use only. Thanks for your 
assistance. 
For all the following questions, please imagine that you a"ie 
going to buy a Personal Computer for your own use. 
FINANCIAL LOSS 
This part concerns the FINANCIAL LOSS that you may encounter in buying a 
computer. FINANCIAL LOSS means the loss of money if the computer fails to 
work or the money paid for repair. 
Please circle the number that best describes your opinion concerning each 
question. This is a seven-point scale, where 7 means very important and 1 
means totally unimportant. 
F.l How important is FINANCIAL LOSS 
in your consideration? 7 
Very 
Important 




Now how important will FINANCIAL LOSS be if the following conditions are 
fulfilled individually? Note that it is before you make the buying decision. 
The importance of FINANCIAL LOSS will be 
F.2 The computer is recommended by an 
expert or celebrity in the 
advertisement. 7 6 5 4 3 2 1 
F.3 The manufacturer offers money-
back guarantee. 7 6 5 4 3 2 1 
F.4 The manufacturer lets you use 
the computer for a period 
without charge. 7 6 5 4 3 2 1 
F.5 The manufacturer provides some 
information about product 
comparisons they have made. 7 6 5 4 3 2 1 
F.6 The price of the model is higher 
than the average. 7 6 5 4 3 2 1 
F.7 You buy the computer in a store 
with a high reputation. 7 6 5 4 3 2 1 
F.8 You buy the computer from a major 
well-known manufacturer. 7 6 5 4 3 2 1 
Now please use a number between 0 and 100 to express your opinion concerning 
each probability that a certain event will occur, i.e. if you think that it 
absolutely will not happen, write down "0". If you think that it will 
certainly happen, write down "100". Write down "50" for 50% chance, etc. The 
figure should be written in the space on the right hand side. 
F.9 What is the probability that FINANCIAL LOSS will 
occur? 
Probability 
What is the probability that FINANCIAL LOSS will occur if the following 
conditions are fulfilled individually? Note that it is before you make the 
buying decision. 
The probability that FINANCIAL LOSS will occur is 
F.10 The computer is recommended by an expert or celebrity 
in the advertisement. 
F.11 The manufacturer offers money-back guarantee. 
F.12 The manufacturer lets you use the computer for a period 
without charge. 
F.13 The manufacturer provides some information of the 
product comparisons they have made. 
F.14 The price of the model is higher than the average. 
F.1S You buy the computer in a store with a high reputation. 
F.16 You buy the computer from a major well-known manufacturer. 
-------
PHYSICAL HARM 
This part concerns the PHYSICAL HARM that you may encounter in buying a 
computer. PHYSICAL HARM means the physical damages that a computer may cause , 
like eye disease or injury because of the explosion of the computer. 
Please circle the number that best describes your opinion concerning each 
question. This is a seven-point scale, where 7 means very important and 1 
means totally unimportant. 
H.1 How important is PHYSICAL HARM 
in your consideration? 
Very 
Important 




Now how important will PHYSICAL HARM be if the following conditions are 
fulfilled individually? Note that it is before you make the buying decision. 
The importance of PHYSICAL HARM will be 
H.2 The computer is recommended by an 
expert or celebrity in the 
advertisement. 7 
H.3 The manufacturer offers money-






The manufacturer lets you use 
,the computer for a period 
without charge. 7 
The manufacturer provides some 
information about product 
comparisons ~hey have made. 7 
The price of the model is higher 
than the average. 7 
You buy the computer in a store 
with a high reputation. 7 
You buy the computer from a major 








5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
Now please use a number between 0 and 100 to express your opinion concerning 
each probability that a certain event will occur, i.e. if you think that it 
absolutely will not happen, write down "0", if you think that it will 
certainly happen, write down "100". Write down "50" for 50% chance, etc. 
The figure should be written in the space on the right hand side. 
H.9 What is the probability that PHYSICAL HARM will 
occur? 
Probability 
What is the probability that PHYSICAL HARM will occur if the following 
conditions are fulfilled individually? Note that it is before you make the 
buying decision. 
The probability that PHYSICAL HARM will occur 
H.10 The computer is recommended by an expert or celebrity in 
the advertisement. 
H.11 The manufacturer offers money-back guarantee. 
H.12 The manufacturer lets you use the computer for a period 
without charge. 
H.13 The manufacturer provides some information of the 
product comparisons they have made. 
H.14 The price of the model is higher than the average. 
H.15 You buy the computer in a store with a high reputation. 
H.16 You buy the computer from a major well-known manufacturer. 
---------
PERFORMANCE FAILURE 
This part concerns the PERFORMANCE FAILURE that you may encounter in buying 
a computer. PERFORMANCE FAILURE means that the computer cannot function as 
expected. 
Please circle the number that best describes your opinion concerning each 
question. This is a seven-point scale, where 7 means very important and 1 
means totally unimportant. 
E.l 
: . . 
How important is PERFORMANCE 
FAILURE in your consideration? 
Very 
Important 




Now how important will PERFORMANCE FAILURE be if the following conditions are 
fulfilled individually? Note that it is before you make the buying decision. 
The importance of PERFORMANCE FAILURE will be 
E.2 The computer is recommended by an 
expert or celebrity in the 
advertisement. 7 6 5 4 3 2 1 
E.3 The manufacturer offers money-
back guarantee. 7 6 5 4 3 2 1 
E.4 ' The manufacturer lets you use 
- -the computer for a period 
without charge. 7 6 5 4 3 2 " I 
E.5 The manufacturer provides some 
information about product 
comparisons they have made. 7 6 5 4 3 2 1 
E.6 The price of the model is higher 
than the average. 7 6 5 4 3 2 1 
E.7 You buy the computer in a store 
with a high reputation. 7 6 5 4 3 2 1 
E.8 You buy the computer from a major 
well-known manufacturer. 7 6 5 4 3 2 1 
Now please use a number between 0 and 100 to express your opinion concerning 
each probability that a certain event will occur, i.e. if you think that it 
absolutely will not happen, write down "0", if you think that it will 
certainly happen, write down "100". Write down "50" for 50% chance, etc. 
The figure should be written in the space on the right hand side. 
E.9 What is the probability that PERFORMANCE FAILURE will 
occur? 
Probability 
What is the probability that PERFORMANCE FAILURE will occur if the following 
conditions are fulfilled individually? Note that it is before you make the 
buying decision. 
The probability that PERFORMANCE FAILURE will occur is 
E.I0 The computer is recommended by an expert or celebrity in 
the advertisement. 
E.ll The manufacturer offers money-back guarantee. 
E.12 The manufacturer lets you use the computer for a period 
without charge. 
E.13 The manufacturer provides some information of the 
product comparisons they have made. 
E.14 The price of the model is higher than the average. 
E.lS You buy the computer in a store with a high reputation. 
E.16 You buy the computer from a major well-known manufacturer. 
~------
SOCIAL RISK 
This part concerns the SOCIAL RISK that you may encounter in buying a 
computer. SOCIAL RISK means that if a bad computer is bought, others may 
laugh at your wrong decision or think that you are foolish. 
Please circle the number that best describes your opinion concerning each 
question. This is a seven-point scale, where 7 means very important and 1 
means totally unimportant. 
S.l How important is SOCIAL RISK 
in your consideration? 
Very 
Important 




Now how important will SOCIAL RISK be if the following conditions are 
fulfilled individually? Note that it is before you make the buying decision. 
The importance of SOCIAL RISK will be 
S.2 The computer is recommended by an 
expert or celebrity in the 
advertisement. 7 6 5 4 3 2 1 
S.3 The manufacturer offers money-
back guarantee. 7 6 5 4 3 2 1 
S.4 The manufacturer lets you use 
·the computer for a period 
without charge. 7 6 5 4 3 2 1 
S.5 The manufacturer provides some 
information about product 
comparisons ~hey have made. 7 6 5 4 3 2 1 
S.6 The price of the model is higher 
than the average. 7 6 5 4 3 2 1 
S.7 You buy the computer in a store 
with a high reputation. 7 6 5 4 3 2 1 
S.8 You buy the computer from a major 
well-known manufacturer. 7 6 5 4 3 2 1 
Now please use a number between 0 and 100 to express your opinion concerning 
each probability that a certain event will occur, i.e. if you think that it 
absolutely will not happen, write down "0", if you think that it will 
certainly happen, write down "100". Write down "50" for 50% chance, etc. 
The figure should be written in the space on the right hand side. 
S.9 What is the probability that SOCIAL RISK will 
occur? 
Probability 
What is the probability that SOCIAL RISK will occur if the following 
conditions are fulfilled individually? Note that it is before you make the 
buying decision. 
The probability that SOCIAL RISK will occur is 
S.10 The computer is recommended by an expert or celebrity in 
the advertisement. 
S.ll The manufacturer offers money-back guarantee. 
S.12 The manufacturer lets you use the computer for a period 
without charge. 
S.13 The manufacturer provides some information of the 
product comparisons they have made. 
S.14 The price of the model is higher than the average. 
S.15 You buy the computer in a store with a high reputation. 
S.16 You buy the computer from a major well-known manufacturer. 
~------
PSYCHOLOGICAL RISK 
This part concerns the PSYCHOLOGICAL RISK that you may encounter in buying a 
computer. PSYCHOLOGICAL RISK means that if a bad computer is bought, you may 
think that you are stupid or some uncomfortable feelings may arise internally. 
Please circle the number that best describes your opinion concerning each 
question. This is a seven-point scale, where 7 means very important and 1 
means totally unimportant. 
e.l How important is PSYCHOLOGICAL 
RISK in your consideration? 
Very 
Important 




Now how important will PSYCHOLOGICAL RISK be if the following conditions are 
fulfilled individually? Note that it is before you make the buying decision. 








The computer is recommended by an 
expert or celebrity in the 
advertisement. 7 
The manufacturer offers money-
back guarantee. 7 
The manufacturer lets you use 
·the computer for a period 
without charge. 7 
The manufacturer provides some 
information about product 
comparisons they have made. 7 
The price of the model is higher 
than the average. 7 
You buy the computer in a store 
with a high reputation. 7 
You buy the computer from a major 








5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
5 4 3 2 1 
Now please use a number between 0 and 100 to express your opinion concerning 
each probability that a certain event will occur, i.e. if you think that it 
absolutely will not happen, write down "0", if you think that it will 
certainly happen, write down" 100". write down" 50" for 50% chance, etc. The 
figure should be written in the space on the right hand side. 
C.9 What is the probability that PSYCHOLOGICAL RISK will 
occur? 
Probability 
What is the probability that PSYCHOLOGICAL RISK will occur if the following 
conditions are fulfilled individually? Note that it is before you make the 
buying decision. 
The probability that PSYCHOLOGICAL RISK will occur is 
C.10 The computer is recommended by an expert or celebrity in 
the advertisement. 
C.11 The manufacturer offers money-back guarantee. 
C.12 The manufacturer lets you use the computer for a period 
without charge. 
C.13 The manufacturer provides some information of the 
product comparisons they have made. 
C.14 The price of the model is higher than the average. 
C.1S You buy the computer in a store with a high reputation. 
C.16 You buy the computer from a major well-known manufacturer. 
---------
PERSONAL INFORMATION 
Please select only one answer for each question. 
I.l Have you had the experience of buying a personal computer? 
Yes No (go to question I.3) 











Housewife Civil Servant 
others (please specify 
Business 
Professionals 
I.7 Annual Personal Income: 
below $50,000 




$50,001 - $ioo,oOO 




The following table shows that within the 113 
respondents I 44 had the experience of buying a personal 
computer. 
Table 1 












Most respondents had bought the computer less than 2 
years ago. Only five of them had bought the computer more 
than five years ago. 
Table 2 
NUMBER OF YEARS SINCE LAST PURCHASE 
Number of Years Frequency ~ 0 
0 - 2 30 68.1 
3 - 5 9 20.5 
6 - 9 5 11.4 
44 100.0 
The distribution of both sexes were quite even. 
Number of male respondents were slightly higher than female 
respondents. 
Table 3 
DISTRIBUTION OF SEX OF RESPONDENTS 
Sex Frequency ~ 0 
Male 62 54.9 
Female 51 45.1 
113 100.0 
94 
Most of the respondents were in their mid-twenties. 
The average age was about 24 years old. 
," " ., Table 4 
AGE DISTRIBUTION OF RESPONDENTS 
Age Frequency ~ 0 
below 21 21 18.9 
21-25 54 48.6 
26-30 25 22.5 
31-35 9 8.1 
over 35 2 1.8 
missing 2 
113 100.0 


















































Personal income distribution of the respondents were 
about $50,OO~ to $100,000 per year. 
Table 7 
INCOME DISTRIBUTION OF RESPONDENTS 
Tncome 
Below $50,000 
$50,001 ~ $100,000 
$100,001 - $150,000 
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